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ADVERTISING AND MEDIA RESEARCH 


Analysis of Competitive Market Behavior, An, 
FRANKLIN S. HOUSTON and DOYLE L. 
WEISS, May, 151. 


This article reports the findings of an empirical investigation 
into the movement of competitive market share. Palda’s 
cumulative advertising model is adapted to include a price 
variable, and the analysis is extended to a multibrand market. 
The statistical methodology employed in the investigation overtly 
recognizes the competitive interdependence in its estimation 
procedures. 


Attribution Theory and Advertiser Credibility, 
ROBERT B. SETTLE and LINDA L. GOLDEN, 
May, 181. 


Consumer confidence in advertising claims and their 
expectancy of product value were experimentally measured 
under two conditions for five product ads. As suggested by 
attribution theory, when superiority was disclaimed for some 
product characteristics, confidence increased and _ value 
expectation equaled that obtained when all were claimed 
superior. 


Evaluation of Television Program Content for the 
Purpose of Promotional Segmentation, DENNIS H. 
GENSCH and B. RANGANATHAN, November, 
390. 


A factor analysis of television viewing, which avoids 
conceptual and statistical shortcomings found in previous 
studies, generated eight configurations that appear to be show 
types. Show type and demographic information are related to 
purchasing patterns thereby illustrating the implementation of 
promotional segmentation strategy. 


Minority Marketing 

Perceived Risk 

Preference Research 

Pricing Research 

Regression and other Statistical Techniques 
Retailing and Wholesaling 
Sampling and Survey Methods 
Scaling Methods 
Miscellaneous 

BOOK REVIEWS 
AUTHOR/TITLE INDEX 


Experimental Investigation of Attitude Change and 
Choice of a New Brand, An, JAMES L. GINTER, 
February, 30. 


This study investigates the relationships among attitude 
change, advertising exposure, and choice of a new brand on 
an individual basis. Results indicate that although attitudes 
change both before and after choice of the new brand, the 
post-choice attitude change is greater in magnitude and correlated 
more highly with choice. 


Multifirm Analysis of Competitive Decision Variables, 
ALBERT R. WILDT, February, 50. 


Econometric methodology is applied to the data of a given 
industry and equations representing the performance and 
decision variables of the major firms are simultaneously 
estimated. This study is unique with respect to the number 
and nature of the decision variables considered. 


Multivariate Analysis of Variance in Research on the 
Effectiveness of TV Commercials, YORAM WIND 
and JOSEPH DENNY, May, 136. 


Most current commercial testing procedures determine the 
effectiveness of a given commercial based on its performance 
on a single criterion. This article suggests (1) the need for 
measuring advertising effectiveness on a number of relevant 
criteria, and (2) a methodology for implementing this approach. 


Use of Field Experimental Observations in Estimating 
Advertising Recall, The, EDWARD C. STRONG, 
November, 369. 


The results of field experimentation in advertising are often 
underutilized. A model of advertising recall within an audience 
is presented. The model provides the basis for a schedule 
simulator which estimates advertising recall for a variety of 
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schedules. The outcomes of the simulations are compared with 
previous research. 


ATTITUDE THEORY RESEARCH 


Attitude, Social Influence, Personal Norm, and Inten- 
tion Interactions as Related to Brand Purchase 
Behavior, E. H. BONFIELD, November, 379. 


A field study was conducted providing empirical evidence 
that variables contained in the Dulany theory popularly adapted 
by Fishbein are situation bound in their effects on consumer 
brand purchase intention and behavior. Six forms of the theory 
were utilized. 


Attribution Theory and Advertiser Credibility, ROB- 
ERT B. SETTLE and LINDA L. GOLDEN, May, 
181. 


See ‘‘Advertising and Media Research.”’ 


Brand Loyalty Concept—A Comment, A, 
LAWRENCE X. TARPEY, SR., May, 214. 


This comment on Jacoby and Kyner’s JMR article centers 
on the authors’ conclusion that they have developed a definition 
of brand loyalty which is an improvement on the many other 
definitions to be found in the literature. 


Congruence Model of Brand Preference: A Theoretical 
and Empirical Study, A, JOHN L. STANTON and 
JEFFREY A. LOWENHAIR, November, 427. 


This article offers an individual need-based distance model 
for the explanation and prediction of brand preference. The 
model is based upon the-hypothetical symmetry between a 
consumer’s needs and his perception of alternative brands’ ability 
to satisfy those needs. Both the theoretical basis for the model 
and a series of empirical tests are discussed. 


Effect of Purchase Characteristics on Postdecision 
Product Reevaluation, The, FREDERICK W. 
WINTER, May, 164. 


A laboratory study employing a purchase simulation suggests 
that characteristics of the purchase such as choice superiority, 
brand homogeneity, and choice familiarity play a major role 
in postdecisional cognitive change. Evidence also indicates that 
new adoption purchases of minor importance items do represent 
the necessary level of decision commitment for favorable product 
reevaluation. 


‘*Empirical’’ Specification of a Buyer Behavior Model, 
JOHN U. FARLEY and L. WINSTON RING, 
February, 89. 


Two powerful multivariate techniques—canonical correlation 
and the Automatic Interaction Detector—are used to explore 
for model specification revealed in empirical regularities and 
data-derived structures. Based on these results, revisions to 
the basic buyer behavior structure are suggested. 


Evaluation of the Expectancy Value Model of Attitude 
Measurement for Physician Prescribing Behavior, 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1974 


An, GILBERT D. HARRELL and PETER D. 
BENNETT, August, 269. 


Presented are findings from research using expectancy value 
and normative belief measures to predict physician drug brand 
preference and purchases. Physician prescribing using group 
depth interviews, attitude instruments, and prescribing panel 
data were used to test the Fishbein Behavioral Intentions model. 
Extensions to the model are presented for marketing applications. 


Expectancy Theory Predictions of Salesmen’s Per- 
formance, RICHARD L. OLIVER, August, 243. 


As a result of a lack of empirical investigation, the variance 
in salesmen’s performance attributable te motivational con- 
structs has not been estimated. Vroomian expectancy theory 
was used to show that the motivational perceptions attributed 
to a set of sales ‘‘incentives’’ by a sample of life insurance 
salesmen were related to two performance criteria. 


Experimental Investigation of Attitude Change and 
Choice of a New Brand, An, JAMES L. GINTER, 
February, 30. 


See ‘‘Advertising and Media Research.”’ 


Exploratory Analysis of the Nature and Extent of 
Individual Differences in Perception, An, J. R. 
BRENT RITCHIE, February, 41. 


Consumer perceptions of 12 leisure activities were examined 
to determine the extent of individual differences. The perceptual 
variation among respondents was substantially greater than 
expected by chance. Cluster analysis was used to classify the 
nature of the perceptual differences. 


Prediction of Preference for Capital Equipment Using 
Linear Attitude Models, The, ALBERT R. WILDT 
and ALBERT V. BRUNO, May, 203. 


This study presents results relating to the power of linear 
attitude models in predicting preference for brands from two 
industrial product categories. Evidence is provided that con- 
sumers’ beliefs and values for product attributes, measured for 
individual brands, do substantially predict brand preference and 
that good predictions of preference are possible for industrial 
products. 


Statement Polarity in Attitude Studies, ALFRED M. 
FALTHZIK and MARVIN A. JOLSON, February, 
102. 


The evidence indicates that the intensity of consumer attitudes 
and behavior in the area of ‘‘unit pricing’’ depends on whether 
the researcher’s statements are phrased positively or negatively. 
The findings highlight a tendency for statement polarity to be 
more significant when personalized rather than nonpersonalized 
statements are used. 


BRAND CHOICE 


Analysis of Effects of Information Load, WILLIAM 
L. WILKIE, November, 462. 
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This comment on Jacoby, Speller, and Kohn’s JMR article 
has two purposes: (1) to highlight and reinforce certain aspects 
of their research design which might serve as protocol for future 
studies and (2) to question the article’s major conclusion in 
light of the analytical approach used and results obtained. 


Attitude, Social Influence, Personal Norms, and In- 
tention Interactions as Related to Brand Purchase 
Behavior, E. H. BONFIELD, November, 379. 


See ‘‘Attitude Theory Research.” 


Brand Choice Behavior as a Function of Information 
Load, JACOB JACOBY, DONALD E. SPELLER, 
and CAROL A. KOHN, February, 63. 


A currently popular position among consumer advocates and 
many public policy makers is that more product information 
is better. A 3 (number of brands) x 3 (number of items of 
information per brand) factorial experiment which tested this 
contention revealed that, while consumers do feel more satisfied 
and less confused, they actually make poorer purchase decision 
with more information. 


Brand Loyalty Concept—A Comment, A, LAW- 
RENCE X. TARPEY, SR., May, 214. 


See ‘‘Attitude Theory Research.”’ 


Comparison of the Entropy Model and the Hendry 
Model, A, JEROME D. HERNITER, February, 21. 


This article compares the Entropy model and the Hendry 
model, primarily at a theoretical level with some comparisons 
with empirical data. Both models are considered at their most 
elementary level, and the comparison should not be considered 
an evaluation of either model. 


Estimating Consumer Preferences for a New Durable 
Brand in an Established Product Class, ADRIAN 
B. RYANS, November, 434. 


A theoretical model is developed to aid in the estimation 
of demand for a durable brand at a given price in an established 
product class. The operationalization and an experimental test 
of the model in the new product context are described and 
the results discussed. 


Less Information is Better? JOHN O. SUMMERS, 
November, 467. 


This comment on Jacoby, Speller, and Kohn’s article con- 
cludes that the article should be viewed as exploratory research 
which will hopefully stimulate more research in the area and 
not as a source of valid empirical findings. 


Theory of Stochastic Preference and Brand Switching, 
The, FRANK M. BASS, February, 1. 


Strong evidence will be introduced which suggests that brand 
choice behavior is substantially stochastic. A general theory 
of stochastic preference is presented and tested. Brand switching 
data are shown to be in substantial agreement with the theory. 


BUYER BEHAVIOR 


Attitude, Social Influence, Personal Norm, and Inten- 
tion Interactions as Related to Brand Purchase 
Behavior, E. H. BONFIELD, November, 379. 


See ‘‘Attitude Theory Research.”’ 


Comparison of the Entropy Model and the Hendry 
Model, A, JEROME D. HERNITER, February, 21. 


See ‘‘Brand Choice.”’ 


‘**Empirical’’ Specification of a Buyer Behavior Model, 
JOHN U. FARLEY and L. WINSTON RING, 
February, 89. 


See ‘‘Attitude Theory Research.”’ 


Evaluation of the Expectancy Value Model of Attitude 
Measurement for Physician Prescribing Behavior, 
An, GILBERT D. HARRELL and PETER D. 
BENNETT, August, 269. 


See ‘‘Attitude Theory Research.”’ 


Exploratory Assessment of Situational Effects in 
Buyer Behavior, An, RUSSELL W. BELK, May, 
156. 


Circumstances, contexts, or situations are often cited but 
rarely examined as explanations for unpredicted behaviors. This 
article reports an exploration of the amounts and patterns of 
variance in selected purchase decisions as a function of con- 
sumption and purchase context. Results for the two product 
categories studied reveal sizable situational effects. 


Family Buying Decisions: A Cross-Cultural Perspec- 
tive, DONALD J. HEMPEL, August, 295. 


This study presents cross-cultural comparisons of husband- 
wife interaction in specific house-buying decisions. The data 
were obtained from two surveys of recent home buyers in 
Connecticut and Northwest England. The findings indicate that 
the perceived roles vary more by sex of the respondent and 
stage in the decision process than by the cultural context of 
the purchase. 


Theory of Stochastic Preference and Brand Switching, 
The, FRANK M. BASS, February, !. 


See ‘‘Brand Choice.”’ 


COMPUTER ABSTRACTS 


CASPER: A Program for Selecting Business Journals 
for Research Use, PAUL W. HAMELMAN and 
EDWARD M. MAZZE, November, 444. 


Coefficient of Reliability Alpha, GIDEON VIGDER- 
HOUS, May, 194. 
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COMCOD: Computation of Cognitive Differentiation 
Scores, ROBERT J. HILTERMAN and JACK M. 
FELDMAN, August, 313. 


DISTAN: A Subroutine for Converting Zip Code Data 
to Distance, RANDALL G. CHAPMAN, February, 
86. 


FORECAST: Exponential Smoothing Simulation and 
Alpha Analyzer Program with Options, MICHAEL 
DENNIS GEURTS and KEITH LUKE, May, 195. 


GROCUR: Growth Curve Fitting Program Using 
Method of Partial Totals, ANDREW C. RUPPEL, 
February, 87. 


ICORE: Interactive Computer Research Exercise, 
ROBERT A. PETERSON, February, 87. 


LH002: A Nonparametric Multivariate One-Way 
Analysis of Variance Program, V. PARKER LES- 
SIG, JAMES F. HORRELL, and AMRENDRA 
SINGH, August, 312. 


M3A: Multi-Attribute Attitude Analyzer, THOMAS 
P. HUSTAD, August, 314. 


PRESS: A Program for Improving Product Abandon- 
ment Decisions, PAUL W. HAMELMAN and ED- 
WARD M. MAZZE, May, 194. 


SCALAR 1130 & SCALAR 360: Nonmetric Multidi- 
mensional Scaling, FORREST W. YOUNG and JAY 


R. LEVINSOHN, August, 315.— 


SEAFAC II: A Program for Estimating Sales Fore- 
casting Monthly Seasonal Factors when Seasonal 
Patterns are Unstable, MICHAEL D. GEURTS and 
RICHARD TAMASHIRO, November, 445. 


The Change Agent Game: A Computerized Game in 
BASIC for Use on Time Sharing Terminals, CHAR- 
LES B. WEINBERG, November, 445. 


DIFFUSION OF INNOVATIONS 


Backward Profiling of Male Innovators, WILLIAM 
R. DARDEN and FRED D. REYNOLDS, Feb- 
ruary, 79. 


Male innovative behavior is examined from the perspective 
of a multidimensional conceptualization of the innovator. The 
analysis suggests that the simultaneous study of innovative 
behavior for several product categories yields meaningful bases 
for segmenting male suburbanites. The multidimensional con- 
ceptualization and the analysis approach appear to offer insights 
into the new product diffusion process of suburban males. 


Innovation in the Service Sector: Some Empirical 
Findings, ROBERT T. GREEN, ERIC LAN- 
GEARD, and ALICE C. FAVELL, August, 323. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1974 


This article presents the results of a study which examined 
the characteristics of grocery product innovators and retail 
service innovators and the overlap that exists between the two 
groups. Retail service innovators were found to possess many 
more distinguishing characteristics than grocery product innova- 
tors; however, significant overlap was found between the two 
groups. 


Methodology for Identifying Innovator Characteristics 
of New Brand Purchases, JAMES H. DONNELLY 
and JOHN M. IVANCEVICH, August, 331. 


This study demonstrates a method for identifying innovator 
characteristics of new brand purchasers. The study examines 
one behavioral characteristic of the purchasers of a new model 
automobile during four different time periods and then compares 
these purchasers with purchasers of new versions of similar 
established models during the same four time periods. 


Word-of-Mouth Processes in the Diffusion of a Major 
Technological Innovation, JOHN A. CZEPIEL, 
May, 172. 


This article presents a microanalytic study of the use of 
word-of-mouth among decision makers in competitive firms in 
the diffusion of a major technological innovation. Results indi- 
cate that an active, functioning informal communications net- 
work linked the firms and was in active use in the diffusion 
process. 


ECONOMETRIC MODELS 


Analysis of Competitive Market Behavior, An, 
FRANKLIN S. HOUSTON and DOYLE L. 
WEISS, May, 151. 


See ‘‘Advertising and Media Research.”’ 


Cluster Analytic Approach to Market Response Func- 
tions, A, DONALD E. SEXTON, JR., February, 
109. 


One source of difficulty in estimating the sales effects of 
advertising and pricing is the existence of market segments with 
differing responses to market policies. This article describes 
a procedure to couple cluster analysis and regression analysis 
to obtain improved estimates of marketing policy effects and 
of sales. 


Market Segment Response to the Marketing Decision 
Variables, JOHN M. McCANN, November, 399. 


This article presents the results of an econometric analysis 
of panel data directed toward the measurement of differential 
responsiveness of market segments to changes in advertising 
expenditures, price, and the level of dealing. Evidence is found 
for considerable differences in levels of response and the 
managerial implications of these differences are investigated. 


Multifirm Analysis of Competitive Decision Variables, 
ALBERT R. WILDT, February, 50. 


See ‘‘Advertising and Media Research.”’ 
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Parameter Estimation for a Multiplicative Competitive 
Interaction Model—Least Squares Approach, 
MASAO NAKANISHI and LEE G. COOPER, 
August, 303. 


Least squares estimation techniques are developed for a special 
multiplicative model based on the Luce choice axiom whose 
potential usefulness in marketing applications justifies estimation 
techniques which can be easily implemented. 


FORECASTING 


Application of a Modified Linear Learning Model of 
Buyer Behavior, GARY L. LILIEN, August, 279. 


The performance of a stochastic model of individual buyer 
behavior relative to a set of gasoline diary panel data is explored. 
Use of the model for pricing decision making under a set of 
assumptions about competitive behavior in a market situation 
are discussed and illustrated through the use of numerical 
examples. 


Estimating Consumer Preferences for a New Durable 
Brand in an Established Product Class, ADRIAN 
B. RYANS, November, 434. 


See ‘Brand Choice.”’ 


Experiment in Delphi Estimation in Marketing Deci- 
sion Making, An, ROGER J. BEST, November, 
448. 


Twenty-eight subjects participated in a field experiment de- 
signed to investigate the effects of expertise, written explanation, 
and feedback in Delphi estimation. Expertise and feedback were 
found to be significant factors in all tasks while written explana- 
tion was significant in only one of three judgment tasks. 


Laboratory Experiments for Estimating Consumer 
Demand: A Validation Study, JOHN R. NEVIN, 
August, 261. 


This article assesses empirically the extent to which the 
simulated shopping and paired-preference laboratory experi- 
ments generate externally valid estimates of consumers’ reac- 
tions to price changes in the market place. The question of 
whether the product class under consideration affects the exter- 
nal validity of the laboratory generated demand estimates is 
also examined. 


INFORMATION PROCESSING 


Analysis of Effects of Information Load, WILLIAM 
L. WILKIE, November, 462. 


See ‘‘Brand Choice.”’ 


Brand Choice Behavior as a Function of Information 
Load, JACOB JACOBY, DONALD E. SPELLER, 
and CAROL A. KOHN, February, 63. 


See ‘‘Brand Choice.”’ 


Experiment in Delphi Estimation in Marketing Deci- 
sion Making, An, ROGER J. BEST, November, 
448. 


See ‘‘Forecasting.”’ 


Less Information is Better? JOHN O. SUMMERS, 
November, 467. 


See ‘‘Brand Choice.”’ 


Product Priorities Within a Multiple-Product Market- 
ing Organization, RONALD E. TURNER, May, 
143. 


Management’s difficulties in allocating marketing funds in 
multiple-product companies are explored via a normative analy- 
sis. Data obtained from such a company during one year of 
operations confirm the expected directions of product-priority 
influence between product managers, salesmen, and other mana- 
gerial roles. 


INTERVIEWING METHODS 


Edwards Personal Preference Schedule and Consumer 
Personality Research, The, RAYMOND L. HOR- 
TON, August, 335. 


This article reviews properties of the Edwards Personal 
Preference Schedule which make it generally an inappropriate 
personality assessment instrument for explaining consumer be- 
havior. Foremost among these properties is ipsative scaling which 
precludes interindividual comparisons of personality traits. 


Ethics in Marketing Research: Their Practical Rele- 
vance, ALICE M. TYBOUT and GERALD ZALT- 
MAN, November, 357. 


An understanding of ethical issues involved in marketing 
research may contribute to the quality of research data. This 
article discusses subjects’ rights in marketing research and how 
their violation may affect the quality of data. 


Stapel Scale or Semantic Differential in Marketing 
Research? DEL I. HAWKINS, GERALD AL- 
BAUM, and ROGER BEST, August, 318. 


The Stapel scale and the semantic differential are compared 
across various methods of administration. Primary importance 
centers on the ability of the Stapel scale administered via 
telephone to duplicate self-administered semantic differential 
data. 


MARKET SEGMENTATION 


Cluster Analytic Approach to Market Response Func- 
tions, A, DONALD E. SEXTON, JR., February, 
109. 


See ‘‘Econometric Models.”’ 


Evaluation of Television Program Content for the 
Purpose of Promotional Segmentation, DENNIS H. 
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GENSCH and B. RANGANATHAN, November, 
390. 


See ‘‘Advertising and Media Research.”’ 


Market Segment Response to the Marketing Decision 
Variables, JOHN M. McCann, November, 399. 


See ‘‘Econometric Models.”’ 


Profit-Oriented Data Analysis for Market Segmenta- 
tion: An Alternative to AID, CLAUDE R. MAR- 
TIN, JR. and ROGER L. WRIGHT, August, 237. 


The authors report a new AID-like algorithm that overcomes 
some of the conceptual problems involved in using AID for 
consumer segmentation. Using a simple cost-profit formulation 
they segment 356 women consumers on the basis of 26 dimen- 
sions. 


MINORITY MARKETING 


Factorial Experiment on the Impact of Unit Pricing 
on Low-Income Consumers, A, WILLIAM E. KIL- 
BOURNE, November, 453. 


The relationship between unit pricing and the cost of a selected 
set of five grocery products was examined in an experimental 
situation. Results of the experiment revealed that low-income 
consumers did not ‘‘spend’’ less when unit pricing information 
was provided. 


PERCEIVED RISK 


Comment on Woodside, PETER H. REINGEN, May, 
223. 


This comment focuses on two major shortcomings in Wood- 
side’s JMR article. First, the external validity of his findings 
appears to be questionable. Second, the study failed to consider 
the possible impact of degrees of perceived risk on the risky 
shift. 


Is There a Generalized Risky Shift Phenomenon in 
Consumer Behavior? ARCH G. WOODSIDE, May, 
225. 


Woodside replies to Reingen’s comment and presents two 
new tables that show perceived risk changes in consumer 
decisions following informal group discussions. 


PREFERENCE RESEARCH 


Congruence Model of Brand Preference: A Theoretical 
and Empirical Study, A, JOHN L. STANTON and 
JEFFREY A. LOWENHAR, November, 427. 


See ‘‘Attitude Theory Research.”’ 


Consumer Preferences for Alternative Retail Credit 
Terms: A Concept Test of the Effects of Consumer 
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Legislation, ORVILLE C. WALKER, JR. and RI- 
CHARD F. SAUTER, February, 70. 


Retailers may respond to interest limitation laws in ways that 
are detrimental to certain segments of society. This study 
examines the impact of such laws on consumers. Preference 
for alternative retail credit terms vary significantly among 
consumers with different socioeconomic characteristics. The 
managerial and public policy implications of the findings are 
discussed. 


Experimental Investigation of Attitude Change and 
Choice of a New Brand, An, JAMES L. GINTER, 
February, 30. 


See ‘‘Advertising and Media Research.”’ 


Exploratory Assessment of Situational Effects in 
Buyer Behavior, An, RUSSELL W. BELK, May, 
156. 


See ‘‘Buyer Behavior.”’ 


Multivariate Analysis of Variance in Research on the 
Effectiveness of TV Commercials, YORAM WIND 
and JOSEPH DENNY, May, 136. 


See ‘Advertising and Media Research.”’ 


Trade-Off Analysis of Consumer Values, RICHARD 
M. JOHNSON, May, 121. 


A method for exploring and quantifying the value systems 
of consumers through conjoint measurement is described. Since 
it is concerned with value systems of individual consumers, 
the method is most appropriate for product categories where 
consumers’ desires are heterogeneous and where markets are 
highly segmented. 


PRICING RESEARCH 


Analysis of Competitive Market Behavior, An, 
FRANKLIN S. HOUSTON and DOYLE L. 
WEISS, May, 151. 


See ‘‘Advertising and Media Research.”’ 


Application of a Modified Linear Learning Model of 
Buyer Behavior, GARY L. LILIEN, August, 279. 


See ‘‘Forecasting.”’ 


Effectiveness of Retail Price Reductions: A Compari- 
son for Alternative Expressions of Price, The, 
EVAN E. ANDERSON, August, 327. 


This article is concerned with the reaction of consumers to 
the introduction of unit prices as measured by adjustments in 
the market share of the lowest priced product brand. Emphasis 
is given to determining whether the reaction of buyers to a 
price discount is influenced by the manner in which prices are 
expressed. 


Effects of Merchandising and Temporary Promotional 
Activities on the Sales of Fresh Fruits and Vegeta- 
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bles in Supermarkets, The, RONALDC. CURHAN, 
August, 286. 


Retail price, newspaper advertising, display space, and display 
location quality were tested at two levels for selected fruits 
and vegetables according to a fractional factorial research design 
in four large supermarkets. The resulting impact on rates of 
sale was analyzed for four class of items: hard fruit, cooking 
vegetables, salad vegetables, and soft fruit. 


Multifirm Analysis of Competitive Decision Variables, 
ALBERT R. WILDT, February, 50. 


See ‘‘Advertising and Media Research.”’ 


Laboratory Experiments for Estimating Consumer 
Demand: A Validation Study, JOHN R. NEVIN, 
August, 261. 


See ‘‘Forecasting.”’ 


REGRESSION AND OTHER 
STATISTICAL TECHNIQUES 


Analysis of Second-Order Interaction in Multidimen- 
sional Contingency Tables, An, RAYMOND La- 
GARCE, August, 343. 


As attribute analysis in marketing becomes more complex, 
one finds a shifting need for more complex statistical techniques 
when evaluating data. When observations are of three attributes 
with each attribute having but two classes, the independence 
of each attribute may be tested by chi-square analysis. 


Cluster Analytic Approach to Market Response Func- 
tions, A, DONALD E. SEXTON, JR., February, 
109. 


See ‘‘Econometric Models.”’ 


Multivariate Analysis of Variance in Research on the 
Effectiveness of TV Commercials, YORAM WIND 
and JOSEPH DENNY, May, 136. 


See ‘‘Advertising and Media Research.”’ 


Note on a Nonparametric Test of Independence Be- 
tween Two Vectors, JAMES F. HORRELL and 
V. PARKER LESSIG, February, 106. 


In this article an intuitive development of a nonparametric 
test of independence is presented. Because of the generality 
of its underlying assumptions, this test has wider scope of 
application than the usual test based on normality. 


Parameter Estimation for a Multiplicative Competitive 
Interaction Model—Least Squares Approach, 
MASAO NAKANISHI and LEE G. COOPER, 
August, 303. 


See ‘‘Econometric Models.”’ 


Profit-Oriented Data Analysis for Market Segmenta- 
tion: An Alternative to AID, CLAUDE R. MARTIN 
and ROGER L. WRIGHT, August, 237. 


See ‘‘Market Segmentation.”’ 


Some Alternatives to Linear Factor Analysis for 
Variable Grouping Applied to Buyer Behavior 
Variables, DONALD R. LEHMANN, May, 206. 


The problem of partitioning a large number of variables into 
a more parsimonious set is considered. Alternatives to the 
conventional factor analysis approach for grouping variables 
are suggested, and then applied to a common data set involving 
a new product introduction. 


Some Comments on Spectral Analysis in Marketing, 
CHRISTOPHER CHATFIELD, February, 97. 


Some difficulties in applying spectral analysis to marketing 
data are explored. The author suggests a number of reasons 
why spectral analysis is likely to have less impact in marketing 
than in some other scientific areas. 


Trade Area Analysis Using Trend Surface Mapping, 
ROBERT A. PETERSON, August, 338. 


The purpose of this article is to approach the problem of 
quantitatively defining and delineating trade areas from a slightly 
different perspective—that of trend surface mapping. In this 
manner, an objective, parsimonious map of consumer spatial 
behavior can be constructed. 


RETAILING AND WHOLESALING 


Comment on Curhan’s ‘‘The Relationship Between 
Shelf Space and Unit Sales in Supermarkets,”’ 
MICHAEL LYNCH, May, 218. 


In this comment on Curhan’s JMR article, Lynch conjectures 
that Curhan’s disappointing empirical results are to be traced, 
at least in part, to a simultaneous equations bias. 


Effectiveness of Retail Price Reductions: A Compari- 
son for Alternative Expressions of Price, The, 
EVAN E. ANDERSON, August, 327. 


See ‘‘Pricing Research.”’ 


Effects of Merchandising and Temporary Promotional 
Activities on the Sales of Fresh Fruits and Vegeta- 
bles in Supermarkets, The, RONALDC. CURHAN, 
August, 286. 


See ‘‘Pricing Research.”’ 


Power in a Channel of Distribution: Sources and 
Consequences, SHELBY D. HUNT and JOHN R. 
NEVIN, May, 186. 


This article empirically assesses the relationship between 
power and the sources of power in a channel of distribution 
that has a well-defined power source: the franchisor-franchisee 
channel. In addition, the consequences of franchisors utilizing 
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